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Small agency 

with a large 

Mission 

 
The mission of the Maryland Energy Administration (MEA) is to 

promote affordable, reliable, cleaner energy for the benefit of all 

Marylanders. 
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BRAND  

 

BRANDING AND IDENTITY 

GUIDELINES  

 

The elements below are used to create the core visual identity of the agency. 

Reference each section below to learn more about proper usage and 

application in order to ensure the brand is applied consistently across all 

agency materials. 

 

1 LOGO - How to use the official agency logo  

 

2 COLOR PALETTE - Correct colors for print and digital 

 

3 TYPOGRAPHY - Approved fonts 

 

4 STANDARD GUIDELINES - Overall forward facing regulations, see 

SG-10, internal guidance (coming soon).  
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BRAND  

 

Logo 

 

The MEA logo is the keystone of our visual identity and is used on all communications 

materials. This logo should be used on all communications materials in its entirety. 

Using the logo consistently will enhance the recognition of the agency by all audiences. 

 

OFFICIAL LOGO There are three distinct color versions of our approved logo. All other 

use is prohibited.  

 

1: Full Color Horizontal Logo (use this version whenever possible)  

2: Limited Color Horizontal Logo (for use if only 6 colors are available for printing)  

3: Single Color Horizontal Logo  

 



 

USAGE  

 

• The logo must be reproduced from high-resolution digital artwork.  

• As the primary graphic identity for the agency, the official logo must appear on all 

communications, including brochures, stationery, and websites.  

• The logo may not be reconstructed or altered in any way. This prohibition includes but 

is not restricted to type, the vertical line, outlines or embellishments. Do not create 

secondary logos, as this is confusing to audiences and dilutes our goal of creating a 

common, mutually reinforcing image.  

• The logo may not be cut or cropped in any way.  

 

IMPROPER LOGO TREATMENT  

 

• Do not configure the elements into a different logo.  

• Do not crop or remove any part of the logo.  

• Do not distort the logo.  



• Do not tilt the logo in any direction.  

• Do not add any shadows, effects or other elements to the logo.  

• Do not alter the proportions of the logo.  

• Do not attach a program-level identification to the logo or attempt to create a team 

logo (ex. Legislative team, program team) 

• Do not duplicate any part of the logo to create a pattern.  

• Do not recreate the type or substitute another typeface.  

• Do not surround the logo with other competing shapes. 

• Do not change any colors of the logo.  

• Do not screen any of the logo colors.  

• Do not print the logo in black over a dark background.  

• Do not print the reversed (white) logo onto a light or white background.  

• Do not place the logo over a heavily patterned background. 

 

CLEAR SPACE REQUIREMENTS  

 

To ensure the integrity and visual impact of the logo, the appropriate “clear space” of ½” 

must be maintained on all sides.  

 

 

 

 

SIZE REQUIREMENTS 

 

The logo must be resized proportionally and in its entirety; therefore, measurements for 

all elements in the logo are relative to each other. When PMS® 7700 or 108-7 is used in 

printing of the logo, the minimum width for the logo is 1.875 inches wide. When the logo 

appears as a white knockout on a color, the minimum width is 2 inches wide. If a 

publication is using a 4-color process build in the printing of the logo, the minimum size 

is 2 inches wide. 
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BRAND  

 

Color Pallet  

 

The signature color of the agency is P 108 -7 C or P 7700 C.  Adhering to the following 

color reproduction guidelines will help to create a consistent image and maintain the 

visual impact of the identity. A minimum of approximately 10% P 108 -7 C or P 7700 C 

should appear in all print and web materials produced for the agency. 
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BRAND  

 

Typography 

 

The official agency typefaces are Georgia (serif) and Franklin Gothic (sans serif). These 

typefaces are required for use on official agency stationery (headers) and are suggested 

for use on other agency print publications.  
 

Georgia 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 

 abcdefghijklmnopqrstuvwxyz 1234567890 

 

Georgia Regular    Georgia Italic    Georgia Bold   Georgia Bold Italic 

 

Franklin Gothic»

ABCDEFGHIJKLMNOPQRSTUVWXYZ»
 abcdefghijklmnopqrstuvwxyz 1234567890»
»
Franklin Gothic Regular    Franklin Gothic Italic    Franklin Gothic Bold   Franklin GothicĞ
Bold ItalicĞ
Ğ

 

 

 

 

 

 



Typography 

 

RECOMMENDED AGENCY WEB FONTS 

 

The MEA website uses a SharePoint template which relies on Ariall for the exclusive 

typeface, body and headers.  

 

Arial body 10 pt. 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
 abcdefghijklmnopqrstuvwxyz 1234567890 
 
 
Arail header 24 pt. bold 

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
1234567890 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



CONTENT 

 

All content areas 

must work 

together to 

produce engaging 

and  effective 

communications 

and marketing 

materials. 
This will ensure the full and accurate representation of the  

Maryland Energy Administration to its various audiences. 
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CONTENT 

 

Photography 

 

Photography is one of the best tools to communicate a sense of place. It often creates the 

first impression with its visual presence. Thoughtful and carefully chosen photography 

can transform a marketing piece and can become an effective way to communicate 

energy into a relatable element for our audience.  

 

Whenever possible, the agency prefers to use the actual image of agency funded projects 

and real grantees or staff. A marketing outreach provision is included in all agency 

contracts. Additional photo release forms may be used for public events.  

 

TONE AND MOOD FOR AGENCY PHOTOGRAPHY 

Photography should display the diversity of agency programs.  

 

To capture the right tone and mood in your materials, keep these guidelines in mind: 

 

Photographs of people should be a mix of formal and candid. Our photos help viewers 

put a face to energy and more importantly, make viewers think about energy. Represent 

racial, gender, age and professional diversity. 

 

                                          

 

Candid shot  (above left) shows a team member looking at the designed ambient 

lighting provided via skylight. The formal shot (above right) is typical of official 

agency photos. 



Profile photographs and portraits of individuals should be friendly and approachable. 

  

  

ESSENTIAL FOUNDATIONS FOR A GREAT PHOTO 

 

Reduce Visual Clutter – A cluttered photograph can distract from the subject matter and 

the story being told. It is best to reduce or eliminate extraneous objects and background 

matter in order for the subject and focus of the photograph to stand out in a clear way. 

 

                             

 

Left photo shows a team member speaking with shadow behind and reflection in the 

foreground and distracting backs of heads of attendees. Right photo focuses on a clear 

image of the subject speaking.  

 

 

Focus - All photos need to be in focus or 

high enough quality to use without 

distortion. Grainy feature images are not on 

brand and should be avoided.  

 



Create or Find Great Lighting – Great lighting can be created by setting up artificial 

lights or by utilizing the natural daylight—or a combination of both. It is best to avoid 

direct sunlight in order to reduce harsh shadows, particularly on faces.  

 

          

 

Left photo is an indoor photo but the subjects are hard to see. Right photo is also an 

indoor photo but natural lighting is coming in from the side, not behind the subject.  

 

 

                           

 

Use the Rule of Thirds – The rule of thirds is a compositional guideline for creating 

well-balanced photographs. Utilizing this rule adds visual interest to photographs by 

placing the subject matter in an area where the viewer’s eyes are naturally drawn. An 

example of the rule of thirds grid is illustrated below. 



mailto:kaymie.owen@maryland.gov

